Social marketing has been used in the areas of smoking cessation, healthy eating, drug use and physical activity promotion. It has been used to a lesser extent for primary prevention of skin cancer. 3 As a result, there is no documented evidence on how best to utilise social marketing within sun protection campaigns. In a specific application to sun protection, this project will investigate the use of social marketing and advertising communications theory in practice, and systematically apply the theory and research in the development of a demonstration campaign by the Cancer Council New South Wales.
This paper reports on work-in-progress and presents the proposed methodology and the results achieved in the first nine months of a three-year project.
Method and Results To Date
Phase one-Formative research
Identification of the use of relevant theory in sun protection research and practice
The project commenced with a literature search to identify research on the use of social marketing and advertising communications theory and strategies to develop and conduct primary prevention campaigns that have potential for use within sun protection campaigns. This has provided a framework with which to analyse past and present sun protection programs via the systematic review and in-depth analysis of communication strategies.
Systematic review of sun protection primary prevention programs
A series of systematic reviews will be undertaken on published and unpublished primary prevention programs that have been implemented over the past 25 years. The reviews will examine the extent of use of social marketing and communication theory in practice within sun protection programs, and identify effective elements within these programs.
Preliminary analysis of 21 published studies targeted at children and their sun protection behaviours (utilizing pre and post designs with comparison groups) has confirmed low utilisation of social marketing within past programs. The analysis revealed only one program where it was stated that a social marketing process had been used in the program's development. However, other elements that sit within the social marketing framework (such as the use of behavioural theory and formative research, the targeting of secondary audiences and the utilization of environmental changes to facilitate behaviour change) were used within many of the interventions. The combination of these elements appeared to produce effective outcomes, though increased effectiveness could not be predicted following the use of any one element.
No studies reported segmentation of the target audience or discussed tailoring of messages for specific subgroups within the larger target group. These approaches could be useful in sun protection campaigns because if the target market is segmented into smaller, more homogenous groups, sun protection messages can be tailored to address the attitudes and perceptions of the group and to appeal more specifically to them. Also, while research studies on specific message factors for sun protection are evident on literature review, little of this research appears to have been utilised within programs to date. Further work will broaden inclusion criteria and commence systematic review on interventions targeting adolescents and adult populations.
comprehensive social marketing plan for a sun protection campaign for the Cancer Council. The content of this plan will incorporate the best-practice guidelines and formative research. This plan will focus on the four key elements of marketing campaigns-product, price, place and promotionand will include elements from advertising theory such as communication objectives and positioning, execution tactics, and media strategy. It is hoped that further funding will be secured to evaluate the implementation and outcomes of this campaign.
Discussion
While social marketing processes have rarely been used in sun protection campaigns, the preliminary work undertaken has shown that social marketing offers a useful framework that can accommodate elements already used within campaigns, as well as adding other elements that could lead to improved effectiveness. Areas relating to behavioural and communication theory appear under-developed in many sun protection programs, with little use of segmentation on attitudinal or behavioural grounds, and minimal attention to message factors within the programs reviewed. This gap between theory and practice is important to address. In the next stage of our project, we will identify how these elements can be best incorporated into the planning and development of campaigns.
The project processes described in this paper demonstrate how appropriate formative research (such as literature reviews) can combine with established project management processes to provide a platform for evidence-based decision-making. This paper also describes the establishment of the first comprehensive attempt to investigate the extent to which the academic theory (social marketing and advertising communications) can be applied in practice to develop and implement a social marketing sun protection campaign. This campaign will, in turn, inform future primary prevention interventions by demonstrating how best to close the gap between theory and practice.
